In Indonesia, Customer Relationship Management (CRM) is commonly used by large companies. Small Medium Enterprises (SMEs) are managed traditionally despite the growing amount of transactions. The growth of SMEs in Indonesia is not supported by CRM expertise. This study aims to analyze the implementation of CRM at the level of SMEs in the field of fashion managed by womenpreneurs in West Java. This research uses a descriptive method. The unit of analysis in this study was womenpreneurs engaged in fashion industry in West Java; 200 womenpreneurs were recruited using proportional random sampling. The results reveals that technology-based CRM is the most difficult to develop in construct. CRM by womenpreneurs does not use information technology, but it emphasizes on people and the process. Developing technology-based CRM is the best way to facilitate womenpreneurs in expanding their business.
million SMEs business actors in Indonesia, 60% are women (BPS, 2014) . This shows the important role of women in improving the Indonesian economy. The role of women in economic activities does not only strengthen the resilience of family economy (Sunyoto Usman, 2004; Haryanto, 2008; Eli, 2012) , but also absorbs labor, reduces unemployment, reduces poverty and has the ability to realize a sustainable economy (Listyani & Kharisma, 2016; Indiworo, 2017) .
The paradigm of modern business approach is to pay attention to customer factors. Customers are considered important not only at the time before the transaction, but also after the transaction. Customers need to maintain their existence in order for them to be loyal and re-buy (Reichheld & Sasser, 1990; Jones & Sasser, 1995; Reichheld F. , 1996; Rauyruen & Miller, 2007; and Doma, 2013 (Rosalina, Malik, & Perwitasari, 2017 articles. There has been not much research on womenpreneur in the Indonesian setting.
According to Sciencedirect.com, there are only 7 studies in the past 20 years. CRM is generally implemented in large companies (Rosalina, Malik, & Perwitasari, 2017) , and research on the implementation of CRM in SMEs is still very rare.
This study aims to analyze the implementation of CRM at the SME level, especially in the field of fashion managed by womenpreneurs in West Java. Webb, Webster, Frederick, and Jr. (2002, pp. 97-134) lack of financial resources which limits the ability to grow (Doern R, 2009; Xu, Rohatgi, & Duan., 2007; Wang & Yao., 2002) . In addition, SMEs tend to lack management and marketing skills (Carson, Cromie, McGowan, & Hill, 1995; O'Dwyer, Gilmore, & Carson, 2009 ). SMEs tend not to buy complex software packages to support CRM activities. They prefer to rely on relatively simple technologies such as websites, e-mail, and some data mining (Peltier, Schibrowsky, & Zhao, 2009 ).
LITERATURE REVIEW
However, it is very likely that the software package does not fit the unique and small needs of SMEs (Schoder & Madeja, 2004 (Letaifa & Perrien, 2007; Patel & Conklin, 2009 ) and increase of overall profitability (Reichheld & Sasser, 1990; Reinartz, Krafft, & Hoyer, 2004; Storbacka, Strandvik, & Grönroos, 1994) . E-CRM can also help SMEs compete more effectively in international markets (Bhatnagar, 2008; Mathews & Healy, 2008; Ritchie & Brindley, 2005) .
However, there are some challenges for
SMEs that try to integrate IBT into traditional CRM activities. The first and foremost is the potential risk for treating personally and cautiously relationships with customers (Gummesson, 2002; Jack et al., 2010; Kumar & Reinartz, 2006; Piccoli & Ives, 2005 ). Another challenge is the level of strategic thinking and direction required by the owner-managers.
Previous research has shown similar initiatives to be a short-term tactical project, not a longterm integrated strategy (Hills et al., 2008; Piercy, 2009; Quader, 2007 SME owners (Admiraal & Lockhorst, 2009 : Blili & Raymond, 1993 : (Street & Meister, 2004) . SMEs and customers may also lack of trust in electronic channels, where customers are cautious in disclosing personal and financial details electronically (Cavusoglu, Mishra, & Raghunathan, 2002; Tagleyvini, Ravarini, & Antonelli, 2001 ).
In SMEs, the top management, who is the owner or manager, plays an important role in business and decision making (Bruque & Moyano, 2007; Denison et al., 2004) . suggestion that business processes are gradually adapted to future environmental changes, as well as software adaptable to the future of this change (Baumeister, 2002) .
METHODS
The object studied in this research is CRM. The target of this research is womanpreneurs who manage fashion SMEs in West Java. To obtain a representative sample size, various sample calculation techniques were performed.
Considering the micro, small and medium industries that are the analysis units spread in 27 districts/ cities, the sampling technique used is random sampling. In this study, proportional randomization was conducted to each city/district in West Java. The study involved 200 respondents taken based on proportional random sampling.
Data collection was carried out through
(1) in-depth interviews with several womenpreneurs in West Java, West Java Industry and Trade Agency, IWAPI Jabar, Creative
Economy Agency on issues related to CRM, (2) questionnaire, distributed to the respondents, (3) literature study, carried out by reviewing and reviewing journals, books, other references, notes/reports and other documents from various institutions that are related to the problem under study.
RESULTS AND DISCUSSION
Customer relationship management variable can be measured through sub-variables of information sharing, customer involvement, long-term relationship, and technology-based customer relationship management (CRM). (Selland, & Pockard, 2003) ; (Zablah, Bellenger and Johnston, 2004) . In contrast, CRM is a complex concept that combines business and technological factors (Bull, 2003) . In particular, technology is a tool that enables organizations to gain a better understanding of their customers, which will increase their ability to build long-term relationships and improve customer retention (Chen and Popvich, 2003) ; (Little and Marandi, 2003) ; (Puccinelli, 1999) . This argument is supported by the literature (Bull, 2003) ; (Croteau and Li, 2003) ; (Nancarrow et al., 2003) ; (Stefanou et al., 2003) ; (Wall, Akridge, and Wang, 2004 
CONCLUSION
In terms of the application of CRM conducted by womenpreneurs, SMEs in the field of fashion in West Java are in the high category.
From the four dimensions of CRM, the dimension of customer involvement is still rarely implemented by the SMEs.
